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 In recent years, with the rapid development of information technology 
industry, the demand for the hardware and software have increased. The 
number of domestic IT companies also will be increased, part of them belongs to 
small and medium network equipment providers. Because the production scale 
of small and medium network equipment providers is not large, in the 
production, procurement, chips, materials, there is no advantage. And squeezed 
by upstream firms, the cost is not dominant. The core competitiveness of such 
enterprises is mainly in technological innovation, providing  innovative 
products and services for end users. Continuous growth in business process, they 
must get rid of small production-oriented and product-oriented marketing model, 
change the concept from promotion to marketing model, use Pull and Push 
method. At the same time they should change the traditional concept of 
hardware production, into providing total solutions approach and the 
establishing technical differences in marketing model, for more extensive 
corporate profit margins. 
 Taking into account small and medium network equipment provider’s 
characteristics, this article intends to discuss its marketing models in order to 
find an effective enhance their market share and profitability of the marketing 
model. In the course of the study, the author give an example of Fujian eVideo 
Information System, Inc., and deep analysis its Set-Top-Box products. Combined 
with the actual situation of product lines are described and demonstrated. 
 This article consists of six chapters. The first part, it made an analysis of the 
background and significance and the thought of essay and its structure 
arrangement. The second part, it clarified the concept and development situation 
and features and trends and challenge of small and medium network equipment 















System, Inc.. The fourth part, it made an analysis of the model of small and 
medium network equipment providers and derived a appropriate marketing 
model. The fifth part, it showed the new marketing model of Fujian eVideo 
Information System, Inc.. The sixth part, it gave the conclusion and outlook. 
 By analyzing, the conclusion is, if the small and medium network equipment 
providers want to develop, they must get rid of small production-oriented and 
product-oriented marketing model, change the concept from promotion to 
marketing model, provide total solutions approach and the establishing technical 
differences in marketing model. 
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万家中小企业，占全国企业总数的比例为 99%，占 GDP 总量的比例为 55.6%。
可见中小企业在国民经济中占据非常重要的地位。 
近年来，随着中国信息技术产业的迅猛发展，信息技术的软硬件也呈现
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